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Abstract  This  study  develops  an  integrative  model  to  explain  the  inﬂuence  on  behavior,  as
perceived by  users,  of  the  content  posted  by  other  users  on  social  network  sites.  In  particular,
empirical research  was  carried  out  in  the  hotel  sector,  where  social  network  sites  are  widely
used by  individuals  in  the  pre-purchase  stage  (i.e.  information  search  and  choice).  The  results,
obtained from  a  sample  of  776  social  network  users  in  Spain  and  Portugal,  indicated  that  the
inﬂuence on  behavior,  as  perceived  by  the  individuals,  of  the  content  about  hotels  published
by other  users  on  the  main  social  network  site  used  by  those  individuals,  is  determined  by  the
information  value,  the  source  credibility,  and  the  interaction  between  both  variables,  but  not
by the  similarity  between  the  user  and  the  generators  of  content  on  the  social  network  sites.
© 2013  ESIC  &  AEMARK.  Published  by  Elsevier  España,  S.L.U.  All  rights  reserved.
PALABRAS  CLAVE
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Inﬂuencia  percibida  sobre  comportamiento  del  contenido  generado  en  las  redes
sociales:  una  aplicación  empírica  en  el  sector  hoteleroValor  de  la
información;
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Resumen  Este  estudio  desarrolla  un  modelo  integrador  para  explicar  la  inﬂuencia  sobre  el
comportamiento,  tal  y  como  la  percibe  el  usuario,  del  contenido  publicado  por  otros  usuar-
ios en  las  redes  sociales.  En  particular,  la  investigación  empírica  se  llevó  a  cabo  en  el  sector
hotelero, donde  las  redes  sociales  son  ampliamente  utilizadas  por  los  individuos  en  la  etapa
de pre-compra  (esto  es,  búsqueda  de  información  y  elección).  Los  resultados,  obtenidos  de
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una  muestra  de  776  usuarios  de  redes  sociales  en  Espan˜a  y  Portugal,  indicaron  que  la  inﬂuencia
percibida sobre  el  comportamiento,  tal  y  como  la  percibe  el  individuo,  del  contenido  sobre
hoteles publicados  por  otros  usuarios  en  la  principal  red  social  utilizada  por  ese  individuo,  está
determinada  por  el  valor  de  la  información,  la  credibilidad  de  la  fuente  y  la  interacción  entre
ambas variables,  pero  no  por  la  similaridad  entre  el  usuario  y  los  creadores  de  contenidos  en
las redes  sociales.
©  2013  ESIC  &  AEMARK.  Publicado  por  Elsevier  España,  S.L.U.  Todos  los  derechos  reservados.
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tIntroduction
Consumer  psychology  of  tourism  and  hospitality  is  a  ﬁeld
of  knowledge  that  is  receiving  growing  attention  from  psy-
chologists,  social  scientists,  and  marketing  scholars,  among
others  (Crouch,  Perdue,  Timmermans,  &  Uysal,  2004;  Uysal,
Perdue,  &  Sirgy,  2012).  In  particular,  a  common  way  of
approximating  consumer  psychology  is  to  consider  the  three
stages  of  the  purchase  process:  pre-purchase,  purchase,
and  post-purchase  (Arnould,  Price,  &  Zinkhan,  2002).  The
present  study  is  focused  on  the  ﬁrst  stage,  where  the
information  search  and  choice  involve  an  important  men-
tal  and  physical  effort  for  individuals.  In  line  with  Mullen
and  Johnson  (1990),  in  this  stage  intentions  and  behaviors
are  inﬂuenced  by  different  internal  mechanisms  of  individ-
uals  such  as  beliefs  and  emotions,  which  are  the  result  of
the  stimulus  situation  and  the  socio-cultural  context.  With
this  in  mind,  this  paper  aims  to  take  a  further  step  in
research  on  consumer  psychology  of  tourism  and  hospital-
ity  by  investigating  the  inﬂuence  of  user-generated  content
in  social  media  on  user  behavior  in  a  new  context  characte-
rized  by  the  generalized  use  of  the  Internet  (MacKay  &  Vogt,
2012).
In  the  industries  of  tourism  and  hospitality,  the  Internet
has  become  an  essential  tool  for  users  in  their  decision-
making  processes  (Casaló,  Flavián,  &  Guinalíu,  2011;  Law,
Leung,  &  Buhalis,  2009),  allowing  them  to  search  for  infor-
mation  on  products  and  services,  compare  and  evaluate  the
alternatives,  and  ﬁnally  make  reservations  online.  Thus,  the
Internet  promotes  consumer  centricity  (Niininen,  Buhalis,
&  March,  2007),  allowing  individuals  to  select  and  cus-
tomize  their  products  and,  therefore,  their  experiences.
More  recently,  the  emergence  of  Web  2.0  has  revolution-
ized  the  use  of  the  Internet  as  a  communication  channel.
The  term  ‘‘Web  2.0’’  includes  a  wide  range  of  electronic
applications,  also  called  ‘‘social  media’’  (e.g.  social  net-
work  sites,  recommendation  websites,  blogs,  and  photo  and
video  sharing  platforms),  that  facilitate  interactions  among
individuals  as  well  as  among  users  and  companies.
The  impact  of  social  media  has  been  especially  impor-
tant  in  the  industries  of  tourism  and  hospitality  (Leung,  Law,
van  Hoof,  &  Buhalis,  2013;  Parra-López,  Bulchand-Gidumal,
Gutiérrez-Tan˜o,  &  Díaz-Armas,  2011;  Xiang  &  Gretzel,  2010),
given  the  social  dimension  of  behavior  in  this  context
(Law  et  al.,  2009).  More  concretely,  there  is  a  tendency
among  individuals  to  share  their  experiences  with  other
people  through  publishing  their  recommendations,  opinions,
photos,  or  videos  (so  called  ‘‘user-generated  content’’)
about  a  tourist  destination  or  a  tourism  service  on  the  Inter-
net  (Buhalis  &  Law,  2008).  In  particular,  the  present  study
i
u
u
docuses  on  the  social  network  sites,  the  main  social  media
sed  by  the  companies  in  the  context  under  investigation
i.e.  the  hotel  sector).  According  to  a  report  by  Fundetec
2013),  in  Spain  the  social  network  sites  are  the  main  social
edia  used  by  hotels  to  manage,  among  other  aspects,  the
rand  image  and  customer  relationships.  In  particular,  the
se  of  social  network  sites  has  signiﬁcantly  increased  over
he  past  year,  varying  from  24.4%  in  2012  to  48.0%  in  2013  in
he  case  of  small  and  medium-sized  enterprises,  and  from
4.1%  to  63.0%  in  the  case  of  large  ﬁrms.
Social  network  sites  are  web-based  services  that,  through
 public  or  semi-public  proﬁle  within  a  bounded  sys-
em  (Boyd  &  Ellison,  2008),  allow  individuals  to  publish
omments  and  multimedia  content,  thereby  making  them
vailable  to  their  contacts.  In  relation  to  the  penetration
f  the  social  network  sites  in  society,  a report  published  by
ew  Research  Center  (2012)  indicates  that  the  world  rank-
ng  is  led  by  the  United  Kingdom  (52.0%  of  the  population
ses  social  network  sites),  while  Spain  is  the  ﬁfth  ranking
ountry  (49.0%  of  the  population).  A  paradigmatic  exam-
le  of  a  social  network  site  is  Facebook,  the  platform  most
sed  by  individuals  to  post  content  (e.g.  photos,  videos,  or
omments)  about  their  life  experiences  and,  in  particular,
heir  encounters  with  products  and  services.  For  example,
n  the  case  of  Spain,  Facebook  had  17  million  users  in  2012,
hile  Tuenti  and  LinkedIn  only  had  9.7  and  2.7  million,
espectively  (Comscore,  2013).  For  its  part,  in  the  context
f  tourism,  the  study  developed  by  Redshift  Research  (2013)
mphasizes  that  87.0%  of  international  travelers  less  than
4  years  old  use  Facebook  to  search  for  information  about
heir  trips.
From  a  marketing  point  of  view,  it  is  necessary  to  examine
he  impact  of  social  network  sites  since  these  applications
enerate  a  particular  form  of  electronic  word-of-mouth
WOM)  communication,  so-called  e-WOM,  which  inﬂuences
onsumer  behavior.  More  concretely,  the  content  published
y  some  users  on  the  social  network  sites  may  affect  other
ndividuals’  attitudes  and  intentions  in  a  consumption  con-
ext  (Allsop,  Basset,  &  Hoskins,  2007;  Litvin,  Goldsmith,  &
an,  2008;  Steffes  &  Burgee,  2009).  However,  in  line  with
eung  et  al.  (2013),  although  the  use  of  social  network
ites  is  generalized  among  users  and  ﬁrms  in  tourism,  more
esearch  is  needed  so  that  scholars  and  practitioners  better
nderstand  how  to  manage  these  media.  With  this  in  mind,
he  general  objective  of  this  study  is  to  examine  the  fac-
ors  determining  the  inﬂuence  on  behavior,  as  perceived  by
ndividuals,  of  the  content  about  hotels  published  by  other
sers  on  the  main  social  network  site  used  by  those  individ-
als.  In  this  sense,  the  main  contribution  of  this  study  is  the
evelopment  and  empirically  testing,  in  the  speciﬁc  context
1o
p
(
m
c
r
d
p
2
c
c
o
t
o
i
t
w
a
a
s
a
t
g
B
W
k
o
t
t
t
a
(
t
i
S
t
a
e
a
e
&
v
p
o
m
v
T
p
c
t
(
f
t
(
a
t
c
c
t
a
o
a
e
n
o
m
t
I
W
&
e
s
o
c
t
s
a
t
i
i
I
P
u
O
R
e
m
m
t
d
r
h
(
u
p
m
e
t
a
c
H
s
c
a
t
o
n
m4  
f  hospitality,  of  an  integrative  model  that  explains  the
erceived  inﬂuence  of  social  network  sites  on  user  behavior
information  search  and  choice)  by  incorporating  the  factors
ost  frequently  examined  and  validated  in  past  research  on
ommunication  and  consumer  behavior.
In  particular,  the  present  study  empirically  validates  the
ole  of  the  three  factors  that  are  generally  postulated  to
etermine  the  inﬂuence  on  consumer  behavior  of  content
osted  on  social  network  sites  (Brown,  Broderick,  &  Lee,
007):  (1)  the  user’s  perceptions  about  the  value  of  the
ontent  provided  by  users  on  social  network  sites;  (2)  the
redibility  attributed  to  these  sources;  and  (3)  the  degree
f  similarity  between  the  user  and  the  content  genera-
ors.  In  other  words,  a  direct  relationship  between  each
f  these  factors  and  the  perceived  inﬂuence  on  behavior
s  established  in  this  study.  Additionally,  on  the  basis  of  the
heoretical  framework  developed  by  Pornpitakpan  (2004),
e  analyze  the  interaction  effects  between  these  factors,
 question  that  has  been  scarcely  studied  in  previous  liter-
ture.  In  conclusion,  our  ﬁndings  represents  an  important
tep  in  research  on  the  consumer  psychology  of  tourism
nd  hospitality  by  identifying  the  psychological  mechanisms
hat  are  at  the  basis  of  the  inﬂuence  on  behavior  of  user-
enerated  content  on  social  network  sites.
ackground
OM  is  deﬁned  as  a  consumer-dominated  channel  of  mar-
eting  communication  in  which  the  sender  is  independent
f  the  market  (Brown  et  al.,  2007).  WOM  allows  the  produc-
ion  of  and/or  access  to  consumption-related  information
hat  holds  greater  ‘‘informational  value’’  than  formal  adver-
ising  messages  provided  by  companies  and,  therefore,  has
 strong  inﬂuence  on  individual  decision-making  processes
Brown  et  al.,  2007).  Therefore,  consumers  perceive  WOM
o  be  more  reliable,  credible,  and  trustworthy  than  ﬁrm-
nitiated  communication  (Allsop  et  al.,  2007;  Arndt,  1967;
ilverman,  1997).  Past  research  suggests  that  WOM  is  one  of
he  more  inﬂuential  forms  of  communication.  In  particular,
ccording  to  the  traditional  communications  theory,  WOM
xerts  a  powerful  inﬂuence  on  information  search,  evalu-
tions,  and  the  subsequent  decisions  of  consumers  (Allsop
t  al.,  2007;  Brown  &  Reingen,  1987;  Cox,  1963;  Money,  Gilly,
 Graham,  1998;  Silverman,  2001).
Over  the  last  decade,  technology  has  increased  the  rele-
ance  of  WOM  in  the  form  of  e-WOM.  e-WOM  refers  to  any
ositive  or  negative  statement  made  by  potential,  actual,
r  former  customers  about  a  product  or  company  that  is
ade  available  to  a  multitude  of  people  and  organizations
ia  the  Internet  (Cheung,  Lee,  &  Rabjohn,  2008;  Hennig-
hurau,  Gwinner,  Walsh,  &  Gremler,  2004).  Similar  to  WOM,
ast  research  has  shown  that  e-WOM  may  have  higher
redibility,  empathetic  value,  and  relevance  to  customers
han  marketer-created  sources  of  information  on  the  web
Bickart  &  Schindler,  2001).  This  new  computer-mediated
orm  of  interpersonal  inﬂuence  requires  new  approaches
o  management,  thus  requiring  additional  research  efforts
Brown  et  al.,  2007).  Speciﬁcally,  social  network  sites  have
 huge  potential  as  e-WOM  sources,  as  they  allow  individuals
o  post  content  about  products  and  services  (especially  on
orporate  pages  or  on  independent  specialized  pages)  that
c
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an  be  read  by  any  user  of  the  social  network  site  around
he  world.  However,  despite  the  consensus  among  academics
nd  practitioners  about  the  inﬂuence  of  social  network  sites
n  consumer  behavior,  limited  empirical  evidence  is  avail-
ble  in  this  ﬁeld  and  more  research  is  still  required  (Cheung
t  al.,  2008;  Leung  et  al.,  2013).
As  already  stated,  our  research  focuses  on  the  determi-
ants  of  the  inﬂuence  of  e-WOM  from  social  network  sites
n  behavior,  considering  both  the  direct  effect  of  infor-
ation  value,  source  credibility,  and  similarity,  as  well  as
he  interaction  effects  between  the  explanatory  variables.
n  accordance  with  a  well-established  line  of  literature  on
OM  (Bansal  &  Voyer,  2000;  Brown  &  Reingen,  1987;  Steffes
 Burgee,  2009;  Wangenheim  &  Bayon,  2004),  the  depend-
nt  variable  in  our  research  is  the  inﬂuence  of  e-WOM  from
ocial  network  sites,  as  perceived  by  individuals  themselves,
n  their  behavior  (information  search  and  choice).  More  con-
retely,  since  there  is  a  widespread  use  of  social  networks  in
he  decision-making  processes  of  users,  in  this  study  we  con-
ider  it  more  interesting  to  analyze  the  perceived  inﬂuence
s  the  dependent  variable  than  the  future  intention.
The  following  sections  focus  on  the  relevant  literature  on
he  conceptualization  of  information  value,  source  credibil-
ty,  and  similarity,  as  well  as  their  effects  on  the  perceived
nﬂuence  of  e-WOM  from  social  network  sites.
nformation  value
ast  research  on  communication  in  general  has  identiﬁed
ser  perceptions  of  the  value  (Brown  et  al.,  2007;  Gruen,
smonbekov,  &  Czaplewski,  2006;  Mathwick,  Wiertz,  &
uyter,  2008;  Steffes  &  Burgee,  2009) or  quality  (Cheung
t  al.,  2008) of  the  information  available  through  social
edia  as  a determinant  of  the  inﬂuence  exerted  by  social
edia  on  behavior.  Therefore,  with  a user-centric  perspec-
ive,  information  value  is  conceived  as  its  utility  in  the
ecision-making  process  (Steffes  &  Burgee,  2009),  and  is
elated  to  the  relevance,  timeliness,  accuracy,  and  compre-
ensiveness  of  the  information  available  to  the  consumer
Cheung  et  al.,  2008).  According  to  this  approach,  individ-
als  will  be  especially  inﬂuenced  by  user-generated  content
ublished  on  social  network  sites  if  they  consider  the  infor-
ation  to  be  useful  and  relevant  to  their  decisions.  For
xample,  Camarero,  Rodríguez,  and  San  José  (2011)  found
hat  users’  perceptions  about  the  value  of  the  information
vailable  on  a  social  network  site  positively  inﬂuenced  their
ommitment  to  the  network/site.  Speciﬁcally  in  tourism,
uang,  Chou,  and  Lin  (2010)  conﬁrmed  that  the  inﬂuence  of
ocial  media  on  behavior  is  determined  by  the  value  of  the
ontent  published  in  those  media.
In  this  sense,  users  that  face  user-generated  content
bout  hotels  would  be  more  inﬂuenced  by  this  informa-
ion  if  they  consider  that  it  is  valuable  for  their  choice
f  a  hotel,  in  terms  of  its  detail,  relevancy,  and  useful-
ess.  Speciﬁcally,  in  the  case  of  social  network  sites,  users
ay  be  more  inﬂuenced  by  user-generated  content  if  they
onsider  it  independent  and  based  on  direct  experience.
owever,  users  would  be  less  inﬂuenced  by  user-generated
ontent  on  social  network  sites  if  they  perceived  it  as  less
aluable  due  to  it  being  imprecise,  out-of  date,  or  even
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APerceived  inﬂuence  on  behavior  of  content  on  social  networ
excessively  positive  or  negative.  Therefore,  we  propose  the
ﬁrst  research  hypothesis:
H1.  Higher  perceived  value  of  user-generated  content  on
social  network  sites  leads  to  higher  perceived  inﬂuence  of
this  content  on  user  behavior.
Source  credibility
Several  authors  have  observed  that  the  positive  effect  of
WOM  is  related  to  the  credibility  (expertise  and  trustwor-
thiness)  attributed  to  other  users’  opinions  (in  contrast  to
commercial  communication)  because  they  are  not  ﬁltered
by  company  interests  (Allsop  et  al.,  2007).  This  approach
is  supported  by  different  theories  in  the  ﬁeld  of  communi-
cation  and  persuasion  that  have  highlighted  the  relevance
of  source  credibility  on  behavior  --  see  Pornpitakpan  (2004)
for  an  extensive  review  of  the  literature  on  this  topic.  For
example,  according  to  Attribution  Theory  (Eagly  &  Chaiken,
1993),  when  consumers  are  presented  with  a  message  they
will  make  an  effort  to  assess  whether  the  message  provides
an  accurate  representation  of  the  product  or  company.  If
the  message  lacks  in  credibility,  it  will  be  discounted  and
will  not  be  very  persuasive  (Buda,  2003;  Kelly,  1967,  1972).
Behavioral  inﬂuences  are  more  signiﬁcant  when  the
credibility  attributed  to  the  source  is  high  (e.g.  Bansal
&  Voyer,  2000;  Dholakia  &  Sternthal,  1977;  Pornpitakpan,
2004).  In  this  sense,  in  a  study  by  Petty  and  Cacioppo
(1986),  source  credibility  is  deﬁned  as  the  extent  to
which  an  information  source  is  perceived  to  be  believ-
able,  competent,  and  trustworthy  by  information  recipients.
Accordingly,  the  dimensions  of  source  credibility  have  been
commonly  identiﬁed  to  consist  of  expertise  and  trustwor-
thiness  (Pornpitakpan,  2004).  As  stated  before,  consumers
perceive  WOM  to  be  more  reliable,  credible,  and  trustwor-
thy  than  ﬁrm-initiated  communications  (Allsop  et  al.,  2007;
Arndt,  1967;  Silverman,  1997)  because  it  comes  from  other
consumers,  which  are  perceived  as  an  unbiased  source  of
information  about  a  product  or  company.
In  the  context  of  social  network  sites,  Cheung  et  al.
(2008)  and  Jin,  Cheung,  Lee,  and  Chen  (2009)  established
that  the  effects  of  e-WOM  on  behavior  are  determined  by  the
credibility  attributed  by  the  user  to  the  source  of  informa-
tion  (i.e.  other  users  of  a  speciﬁc  social  network).  Therefore,
the  inﬂuence  of  social  networks  on  consumer  behavior  will
depend  on  the  degree  to  which  the  user  trusts  the  content
posted  in  this  media  or  considers  it  credible.  In  tourism,
López  and  Sicilia  (2011)  conﬁrmed  a  positive  effect  of  social
network  credibility  on  the  inﬂuence  perceived  by  users.  Sim-
ilarly,  Ayeh,  Au,  and  Law  (2013)  obtained  empirical  evidence
that  supports  the  contention  that  perceptions  of  the  credi-
bility  of  user-generated  content  sources  inﬂuence  consumer
behavior  during  the  travel  planning  process.  Although  there
is  no  empirical  evidence  in  the  speciﬁc  ﬁeld  of  hospitality,
it  is  reasonable  to  think  that  user-generated  content  about
a  hotel  on  social  network  sites  will  have  a  strong  inﬂuence
on  users’  behavior  if  they  consider  it  credible.  In  contrast,  if
individuals  perceive  that  what  people  post  on  social  network
sites  is  untrue,  unreliable,  or  biased,  they  will  not  consider
this  information  in  their  choice  of  a  hotel.  This  leads  to  the
second  hypothesis:
q
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2.  Higher  perceived  credibility  of  user-generated  content
n  social  network  sites  leads  to  higher  perceived  inﬂuence
f  this  content  on  user  behavior.
imilarity
he  inﬂuence  of  WOM  on  consumer  behavior  has  also
een  associated  with  users’  perceptions  of  their  similar-
ty  to  the  source  (Gilly,  Graham,  Wolﬁnger,  and  Yale,  1998;
angenheim  &  Bayon,  2004).  Brown  and  Reingen  (1987)
eﬁne  similarity  or  homophily  as  the  degree  to  which  individ-
als  are  similar  to  sources  in  terms  of  certain  attributes.  In
articular,  similarity  between  individuals  predisposes  them
oward  greater  levels  of  interpersonal  attraction,  trust,  and
nderstanding  than  would  be  expected  among  dissimilar
ndividuals  (Ruef,  Aldrich,  and  Carter,  2003).  Therefore,  this
ariable  affects  the  information  that  consumers  receive,  the
ttitudes  they  form,  and  the  interactions  they  experience
McPherson  &  Smith-Lovin,  1987).
This  inﬂuence  of  similarity  on  consumer  decision-making
rocesses  can  be  justiﬁed  by  several  theories,  such  as  the
heory  of  Social  Comparison  (Festinger,  1954),  the  Source-
ttractiveness  Model  (Kelman,  1961),  and  the  ‘Match  Up’
ypothesis  (Kamins,  1990).  Past  advertising  research  sug-
ests  that  communications  from  a  similar  referent  are
erceived  as  being  more  inﬂuential  than  messages  coming
rom  dissimilar  ones  (e.g.  Feick  &  Higie,  1992).  Addition-
lly,  several  authors  have  conﬁrmed  that  the  effect  of
OM  is  greater  when  the  information  comes  from  a  source
erceived  to  be  more  similar  to  the  receiver  (Brown  &
eingen,  1987;  Price,  Feick,  and  Higie,  1989;  Steffes  &
urgee,  2009).  According  to  this  line  of  thinking,  individ-
als  will  consider  that  the  content  about  hotels  published  by
ther  users  on  social  network  sites  (opinions,  comments,  or
udiovisual  content)  is  more  applicable  to  their  own  behav-
or  if  they  perceive  that  it  has  been  posted  by  people  who  are
imilar  to  them  in  terms  of  needs  and  preferences  (for  exam-
le,  location,  personal  attention,  entertainment,  tidiness,
uietness,  pet  admission,  and  children  policy).  Accordingly,
e  propose  the  third  hypothesis:
3.  Higher  perceived  similarity  between  the  user  and  the
enerators  of  content  on  the  social  network  sites  leads  to
igher  perceived  inﬂuence  of  this  content  on  user  behavior.
nteraction  effects
n  the  basis  of  an  extensive  review  of  the  literature
bout  the  inﬂuence  of  source  credibility  in  communica-
ion  processes,  Pornpitakpan  (2004)  points  out  that  source
redibility  exerts  direct  effects  on  consumer  behavior,  but
lso  has  interaction  effects  with  other  explanatory  varia-
les.  Therefore,  source  credibility  reinforces  or  weakens  the
ffect  exerted  by  other  determinants  of  consumer  behav-
or,  among  others  those  related  to  the  characteristics  of
he  message  (content)  or  the  source  (content  generators).
lthough  we  have  not  found  any  previous  research  on  this
uestion  in  the  speciﬁc  ﬁeld  of  e-WOM,  it  is  reasonable  to
onsider  that  there  may  be  an  interaction  effect  between
he  credibility  attributed  to  user-generated  content  on
ocial  network  sites,  the  value  attributed  to  this  content,
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nd  the  similarity  between  the  user  and  the  generators  of
ontent.
On  the  one  hand,  several  authors  have  established  the
xistence  of  an  interaction  effect  between  source  credibil-
ty  and  different  characteristics  of  the  message  or  content,
uch  as  the  quality  of  the  information  or  arguments  (Herron,
997;  Slater  &  Rouner,  1996;  Stoltenberg  &  Davis,  1988).
ccordingly,  the  more  credible  the  source  is,  the  stronger
he  positive  effect  of  message  quality  on  consumer  behavior.
pplying  this  logic  to  the  case  of  e-WOM  from  social  network
ites,  the  inﬂuence  on  behavior  of  the  content  posted  by
ther  users  of  the  social  network  sites  would  be  moderated
y  the  credibility  attributed  to  these  users.  It  is  necessary  to
mphasize  that  the  sources  of  e-WOM  from  social  networks
re  not  just  perceived  as  credible  or  non-credible.  Rather,
hey  have  different  degrees  of  credibility  within  the  extreme
olarities  (i.e.  no  credibility  and  absolute  credibility).  In
onsequence,  the  more  credibility  individuals  attribute  to
he  generators  of  content  about  hotels,  the  stronger  the
ffect  of  information  quality  on  their  behavior.  In  contrast,
he  more  doubts  individuals  have  about  the  credibility  of  the
ource  of  e-WOM  from  social  network  sites,  the  weaker  the
nﬂuence  referenced  above.  In  accordance  with  this,  and  in
ine  with  the  empirical  evidence  obtained  in  past  research  on
ommunication  processes  (Pornpitakpan,  2004),  we  propose
he  following  research  hypothesis:
4.  There  is  an  interaction  effect  between  information
alue  and  credibility.  In  particular,  the  higher  the  credibility
ttributed  to  the  generators  of  content  on  social  network
ites,  the  stronger  the  effect  of  information  value  on  the
erceived  inﬂuence  on  user  behavior.
On  the  other  hand,  previous  studies  on  communication
nd  consumer  decision-making  processes  proposed  the  exist-
nce  of  an  interaction  effect  between  source  credibility  and
he  similarity.  In  particular,  according  to  Feldman  (1984)  a
redible  source  of  information  will  have  a  stronger  effect
n  consumer  behavior  when  the  similarity  perceived  by  the
onsumer  in  the  source  is  greater.  Pornpitakpan  (2004)  high-
ights  that  this  question  has  not  been  well  researched  and
oints  out  the  need  to  obtain  additional  evidence  about  the
nteraction  effect  between  source  credibility  and  perceived
imilarity.  Nevertheless,  it  seems  reasonable  to  think  that
he  inﬂuence  of  the  credibility  on  behavior  will  be  stronger
f  the  consumer  perceives  that  the  sender  of  the  message
s  similar  to  him  or  her  in  terms  of  interests  and  needs  in  a
peciﬁc  ﬁeld.  Applying  this  logic  to  e-WOM  from  social  net-
ork  sites,  the  more  similarity  between  the  user  and  the
enerators  of  content  about  hotels  on  social  network  sites,
he  stronger  the  perceived  inﬂuence  of  source  credibility  on
ehavior.  This  leads  to  the  ﬁfth  hypothesis:
5.  There  is  an  interaction  effect  between  credibility  and
imilarity.  In  particular,  the  greater  the  similarity  between
he  user  and  the  generators  of  content  on  social  network
ites,  the  stronger  the  effect  of  credibility  on  the  perceived
nﬂuence  on  user  behavior.
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ethodology
mpirical  research  was  carried  out  in  the  hospitality  sec-
or  both  in  Spain  and  Portugal.  In  particular,  a  combination
f  qualitative  and  quantitative  methods  was  used  for  data
ollection.  The  qualitative  research  consisted  of  six  in-depth
nterviews  with  hotel  managers  that  use  social  network  sites
o  manage  e-WOM  in  their  companies.  In  selecting  experts
or  the  interviews,  the  heterogeneity  of  the  hotel  sector
as  taken  into  account  in  order  to  ensure  typological  rep-
esentativeness  of  the  qualitative  sample.  This  sample  was
omposed  of  managers  of  independent  hotels  and  hotel
hains.  More  concretely,  rural  hotels  as  well  as  three  and
our  star  hotels  were  considered  in  the  qualitative  study.  For
ata  collection,  the  moderator  used  semi-structured  inter-
iews,  with  a duration  of  30--45  min,  as  research  instrument.
nductive  analysis  and  subjective  interpretation  were  car-
ied  out  with  the  manifest  and  latent  content  which  was
ollected  through  the  interviews.
It  is  necessary  to  emphasize  that  the  general  objective
f  the  in-depth  interviews  was  to  get  a  broader  and  more
ractical  view  of  the  research  topic.  In  this  sense,  all  the
articipants  in  the  qualitative  study  had  extensive  expe-
ience  in  using  social  network  sites  to  manage  WOM  from
onsumers  of  their  companies’  services.  In  particular,  two
ain  issues  were  covered  in  the  interviews:  the  main  moti-
ations  of  individuals  in  relation  to  the  information  search
nd  choice  of  a  hotel  when  using  social  network  sites,  as
ell  as  the  way  in  which  the  interaction  between  the  hotel
nd  the  user  is  articulated  by  the  managers  in  this  channel
f  online  communication.  In  particular,  around  these  two
ssues,  a  great  effort  was  made  to  explore  the  opinions  of
he  managers  about  the  relevance  and  the  main  implications
f  the  factors  considered  in  our  study,  which  were  used  to
eﬁne  the  measurement  scales  and  better  understand  the
esults  from  the  quantitative  research.
Quantitative  research  data  collection  was  carried  out
sing  a  questionnaire  divided  into  three  parts:  (1)  the  use,
n  general,  of  the  social  network  sites  (e.g.  Facebook  or
uenti);  (2)  the  evaluation,  in  the  context  of  hotels,  of
he  inﬂuence  on  behavior  of  the  user-generated  content
n  social  network  sites  as  well  as  its  antecedents  (i.e.
he  variables  of  the  theoretical  model);  and  (3)  the  socio-
emographic  characteristics  of  respondents.  The  variables
f  the  model  were  operationalized  using  multi-item  meas-
res  (Appendix  A)  and  individuals  were  asked  for  their
esponses  using  a  ﬁve-point  Likert  scale  (1  =  strongly  dis-
gree;  5 =  strongly  agree).  In  particular,  the  dependent
ariable  is  the  individual’s  perception  of  the  inﬂuence  of
he  content  about  hotels  published  by  other  users  on  his/her
ain  social  network  site  (e.g.  Facebook  or  Tuenti)  dur-
ng  the  stage  of  information  search  and  choice  of  a  hotel.
herefore,  the  content  provided  by  ﬁrms  on  their  corporate
ocial  network  sites  was  excluded.  In  addition,  the  informa-
ive  inﬂuence,  as  established  by  Bearden,  Netemeyer,  and
eel  (1989), was  drawn  on  in  this  research  to  operational-
ze  perceived  inﬂuence.  In  particular,  items  were  adapted
o  explicitly  reﬂect  interpersonal  inﬂuence  in  the  context
f  social  network  sites,  but  the  main  informational  factors
stablished  by  Bearden  et  al.  (1989)  were  maintained.  For
ts  part,  the  work  of  Cheung  et  al.  (2008)  was  used  as  a  refer-
nce  to  build  the  measurement  scales  of  information  value
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Table  1  The  socio-demographic  proﬁle  of  respondents.
Spain  Portugal
Gender  %  Gender  %
Male 47.0  Male  43.1
Female 53.0  Female  56.9
Education level  %  Education  level  %
Less than  primary  0.7  Less  than  primary  0.6
Primary 2.5  Primary  3.0
Secondary 25.9  Secondary  23.4
University 70.9  University  73.0
Age %  Age  %
16--20 years 18.6 16--20  years  25.1
21--30 years  57.4  21--30  years  51.5
31--44 years  16.5  31--44  years  17.0
45 or  more  years  7.5  45  or  more  years  6.4
Use of  social  networks  sites  %  Use  of  social  networks  sites  %
Once a  week  or  less 8.9  Once  a  week  or  less  9.3
Two to  four  days  a  week 13.4 Two  to  four  days  a  week  13.9
Five to  six  days  a  week 13.4  Five  to  six  days  a  week  16.8
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and  source  credibility,  whereas  the  scales  from  Wangenheim
and  Bayon  (2004)  and  Brown  et  al.  (2007)  were  used  as  ref-
erences  for  the  measurement  of  similarity.
One  the  questionnaire  was  developed,  a  pretest  was  con-
ducted  with  12  members  of  the  Iberian  Network  of  Tourism
Researchers  (REINTUR).  The  aim  of  this  pretest  was  to
improve  the  quality  of  the  questionnaire  by  considering
the  specialized  knowledge  of  these  Spanish  and  Portuguese
researchers  on  social  media  in  tourism.  Therefore,  sugges-
tions  to  improve  the  items  of  the  questionnaire  made  by
these  scholars  signiﬁcantly  contributed  to  an  increase  in  the
content  validity  of  the  set  of  measurement  scales.  In  addi-
tion,  following  the  recommendations  of  Churchill  (1991)  for
empirical  research  conducted  in  different  languages  (in  our
case,  Spanish  and  Portuguese),  the  researchers  helped  to
evaluate  the  clarity  and  administrability  of  the  question-
naire  by  checking  the  format  and  wording,  both  in  Spanish
and  Portuguese,  of  the  set  of  items.
In  both  countries,  Spain  and  Portugal,  the  target  popu-
lation  of  quantitative  research  was  formed  by  individuals
who  generally  use  social  network  sites  to  search  for  infor-
mation  on  hotels  during  their  decision-making  processes.
Because  the  size  of  this  target  population  was  unknown,  the
survey  sample  was  selected  using  a  non-random  sampling
procedure.  Speciﬁcally,  following  a  convenience  sampling
procedure,  the  interviewers  were  instructed  to  personally
administer  the  questionnaire  to  subjects  who  fulﬁlled  two
conditions:  (1)  they  had  a  personal  proﬁle  on  some  social
network  site  (e.g.  Facebook  or  Tuenti)  and  (2)  during  the
last  twelve  months,  they  had  used  the  content  about  hotels
published  by  other  users  on  their  main  social  network  site
in  order  to  search  for  information  and  choose  a  hotel.
This  requirement  was  established  to  ensure  the  quality  of
the  responses  and,  therefore,  to  collect  reliable  data  on
the  individuals’  perceptions  of  user-generated  content  from
other  users  on  social  network  sites.  Finally,  a  total  of  776
a
o
i
aEvery  day  of  the  week  60.0
alid  surveys  were  collected  in  the  quantitative  research
tage.
As  shown  in  Table  1,  the  proﬁles  of  the  respondents  in
erms  of  demographic  and  behavioral  characteristic  are  very
imilar  in  both  samples.  Particularly,  the  dominant  proﬁle  of
espondents  is  female,  aged  21--30  years  (in  line  with  the
ata  provided  in  the  study  developed  by  Redshift  Research
2013)  cited  in  the  introductory  section),  university  level
nd  frequent  users  of  the  social  network  sites  in  their  lives.
esults
efore  estimating  the  causal  model  and  testing  the  research
ypotheses,  the  reliability  and  validity  of  the  measurement
cales  were  checked  by  means  of  a  conﬁrmatory  factor
nalysis,  using  EQS  6.1  software.  The  results  conﬁrm  the
eliability  and  validity  of  the  multi-item  scales  jointly  stud-
ed  (see  Tables  2  and  3).  The  factorial  model  used  obtained
n  adequate  data  ﬁt  for  the  sample  according  to  all  of  the
tatistical  indices;  the  BBNFI,  BBNNFI,  CFI,  and  IFI  statistics
re  all  above  the  recommended  value  of  0.9,  and  the  RMSA
alue  is  0.08.  Moreover,  the  Cronbach’s  alpha  and  Composite
eliability  coefﬁcients  of  each  factor  are  over  0.7,  indicat-
ng  high  levels  of  internal  consistency  of  the  measurement
cales  (Bagozzi  &  Yi,  1988).
Additionally,  according  to  Steenkamp  and  Van  Trijp
1991),  and  Anderson  and  Gerbing  (1988), the  results  conﬁrm
oth  the  convergent  validity  of  the  factorial  model  (i.e.  the
tandardized  coefﬁcients  are  signiﬁcant  and  above  0.5)  and
ts  discriminate  validity  (i.e.  the  conﬁdence  intervals  for  the
orrelations  between  the  latent  factor  pairs  do  not  include
he  unit).  Consequently,  the  multi-item  scales  are  reliable
nd  valid  for  measurement  of  the  psychological  variables
f  our  theoretical  model  (the  descriptive  statistics  for  the
tems  included  in  the  measurement  scales  and  the  covari-
nce  matrix  are  detailed  in  Appendix  B).
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Table  2  Conﬁrmatory  factor  analysis.
Factor  Variable  Standard  coef.  R2 Cronbach’s  ˛  Composite  reliability  AVE  Goodness  of
ﬁt  indices
Perceived
inﬂuence
PINF1  0.859  0.738
0.887 0.889 0.727
BBNFI  =  0.92
BBNNFI  =  0.92
CFI  =  0.93
IFI  =  0.93
RMSEA  =  0.080
PINF2 0.879  0.773
PINF3  0.819  0.671
Information
value
IVAL1  0.787  0.619
0.859  0.861 0.555
IVAL2  0.653  0.427
IVAL3  0.803  0.644
IVAL4  0.800  0.640
IVAL5 0.666 0.444
Credibility
CRE1  0.798 0.636
0.864 0.871 0.535
CRE2  0.806 0.650
CRE3  0.741  0.550
CRE4  0.806  0.649
CRE5  0.673  0.453
CRE6  0.523  0.274
Similarity
SIM1  0.854  0.729
0.919  0.921  0.795SIM2 0.937  0.878
SIM3  0.882  0.779
Table  3  Discriminated  validity  of  the  factorial  structure.
Perceived  inﬂuence  Information  value  Credibility
Information  value  0.804a
(0.764;  0.844)b
Credibility  0.801
(0.765;  0.837)
0.818
(0.780;  0.856)
Similarity  0.601
(0.541;  0.661)
0.654
(0.598;  0.710)
0.723
(0.679;  0.767)
w
T
c
t
i
s
P
u
i
t
w
i
i
e
b
i
Table  4  Estimation  of  the  regression  model.
Perceived  inﬂuence
(R2 =  0.57)
Information  value  0.40a,***
Credibility  0.37***
Similarity  0.05
Information  value  *  Credibility  0.08**
Credibility  *  Similarity  −0.04
Adjusted  R2 0.58
a
o
d
c
e
da Correlation among variables.
b Conﬁdence interval for correlations between factors.
The  statistical  analysis  to  test  the  research  hypotheses
as  based  on  a  regression  model  with  interactive  effects.
his  model  includes  the  direct  effects  of  information  value,
redibility,  and  similarity  on  perceived  inﬂuence,  as  well  as
he  interaction  effect  between  information  value  and  cred-
bility,  and  the  interaction  effect  between  credibility  and
imilarity  (Eq.  (1)):
erceived  inﬂuence  =  ˛  +  ˇ1  information  value
+  ˇ2  credibility  +  ˇ3  similarity
+  ˇ4  information  value  ∗ credibility
+ˇ5  credibility  ∗  similarity.  (1)
It  is  important  to  note  that  the  variables  were  calculated
sing  the  average  of  the  items  comprising  the  constructs
n  the  model.  In  addition,  following  Lance  (1988),  before
he  estimation  of  the  regression  model  multicollinearity
as  eliminated  using  the  residual-centering  procedure.  The
nteraction  effect  was  replaced  by  a  new  variable  result-
ng  from  the  comparison  between  the  interaction  and  the
xpression  extracted  from  the  regression  of  the  two  varia-
les  on  the  interactive  effect  (the  results  are  summarized
n  Table  4).
(
e
v
oStandardized coefﬁcients.
** Signiﬁcance level: p < 0.05.
*** Signiﬁcance level: p < 0.01.
First,  the  model  explains  a  signiﬁcant  percentage  of  the
bserved  variance  (above  0.5).  Second,  in  relation  to  the
irect  effects  of  the  model,  both  information  value  and
redibility  have  a  positive  effect  on  the  perceived  inﬂu-
nce  variable  (H1  and  H2  are  supported).  However,  similarity
oes  not  have  a  signiﬁcant  effect  on  perceived  inﬂuence
H3  is  not  supported).  Third,  with  regard  to  the  interactive
ffects  of  the  model,  the  interaction  between  information
alue  and  credibility  has  a signiﬁcant  and  positive  effect
n  perceived  inﬂuence  (H4  is  supported).  In  contrast,  H5
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aFigure  1  Interactive  effect  between  information  value  and
credibility.
is  rejected  because  the  interaction  between  credibility  and
similarity  does  not  a  signiﬁcant  effect  on  the  perceived  inﬂu-
ence  variable.
The  effect  of  the  interaction  between  information  value
and  credibility  on  the  perceived  inﬂuence  is  graphically  rep-
resented  in  Fig.  1.  Three  levels  of  the  credibility  variable
were  selected  in  the  analysis:  (1)  low  (i.e.  the  average  cred-
ibility  minus  the  standard  deviation);  (2)  medium;  and  (3)
high  (i.e.  the  average  credibility  plus  the  standard  devia-
tion).  For  each  of  the  three  levels,  the  effects  of  information
value  on  perceived  inﬂuence  are  indicated.  Following  the
procedure  proposed  by  Aiken  and  West  (1991),  the  regres-
sions  of  information  value  on  the  perceived  inﬂuence
variable  are  graphically  represented,  using  the  extreme  lev-
els  of  information  value  as  a  reference.  It  was  observed
that  the  effects  of  information  value  on  perceived  inﬂuence
are  positive  for  the  three  levels  of  credibility,  although  the
intensity  of  these  effects  increases  as  credibility  increases.
Discussion, implications and future research
In  the  industries  of  tourism  and  hospitality,  e-WOM  has  spe-
cial  relevance  for  users  during  the  pre-purchase  stage.  This
research  aimed  to  develop  and  empirically  test  an  inte-
grative  model  that  explains  the  process  of  social  inﬂuence
through  social  network  sites  in  the  context  of  hotels.  In
particular,  this  study  examined  how  the  inﬂuence  on  user
behavior  of  the  content  published  by  other  users  on  social
network  site  is  determined  by:  (1)  the  user’s  perceptions
about  the  value  of  this  content;  (2)  the  credibility  that  the
user  attribute  to  the  content;  and  (3)  the  degree  of  simi-
larity  between  the  user  and  the  generators  of  content.  This
paper  provides  a  relevant  contribution,  with  respect  to  past
research,  both  from  theoretical  and  practical  perspectives.
From  the  perspective  of  consumer  behavior  theory,  the
results  of  this  research  aid  in  the  understanding  of  factors
that  determine  the  inﬂuence  of  social  network  sites  on  indi-
vidual  decision-making  processes.  The  empirical  evidence
obtained  conﬁrms  that  the  inﬂuence  of  social  network  sites
on  behavior,  as  perceived  by  users,  is  affected  by  the  value
of  the  content  available  from  those  sources  (i.e.  information
value)  as  well  as  the  credibility  attributed  to  them.  There-
fore,  users  will  be  more  affected  by  social  network  sites
in  terms  of  their  behavior  when  they  consider  the  content
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vailable  in  these  media  to  be  more  valuable  and  more  cred-
ble.
However,  the  similarity  between  the  user  and  the  gen-
rators  of  content  was  not  found  to  be  a  direct  determinant
f  the  inﬂuence  of  social  network  sites  on  behavior.  There-
ore,  the  users  consider  the  value  and  the  credibility  of
he  content  posted  by  other  users  on  their  social  network
ites  more  relevant,  based  on  their  personal  experiences,
han  the  coincidence  of  interests  and  preferences.  This  may
e  due  to  the  fact  that,  contrary  to  other  sources  of  e-
OM  in  tourism  (such  as,  recommendation  websites  like
ripAdvisor  or  online  travel  agencies  like  Booking.com),  the
ocial  network  sites  (e.g.  Facebook)  do  not  usually  provide
ools  to  segment  user-generated  content  on  the  basis  of
he  socio-demographic  characteristics  or  preferences  of  the
sers  that  post  the  content.  Therefore,  the  user’s  similar-
ty  with  regard  to  the  people  posting  content  about  hotels
n  social  network  sites  is  difﬁcult  to  evaluate,  and  requires
n  information  search  that  the  user  may  not  be  willing  to
erform.  According  to  this  rationale,  and  in  line  with  our
esults,  user  behavior  (i.e.  information  search  and  choice)
ould  be  inﬂuenced  by  the  value  perceived  in  the  user-
enerated  content  about  the  hotel,  and  on  the  credibility
ttributed  to  those  people,  but  not  by  the  similarity.
This  study  also  examined  the  interaction  effects  between
xplanatory  variables  in  the  formation  of  the  perceived
nﬂuence.  In  particular,  the  results  obtained  in  the  present
esearch  indicate  that  only  the  interaction  effect  between
nformation  value  and  source  credibility  is  relevant  in  the
ormation  of  that  variable,  but  not  the  interaction  effect
etween  credibility  and  similarity.  Therefore,  the  effect  of
nformation  value  on  the  perceived  inﬂuence  on  user  behav-
or  is  stronger  when  the  credibility  attributed  by  the  user  to
he  generators  of  content  is  high.
The  ﬁndings  of  this  research  have  relevant  theoreti-
al  implications.  First,  although  the  effects  of  information
alue,  source  credibility,  and  user  similarity  on  behavior
ave  been  studied  in  general  communication  literature,  our
aper  provides  new  evidence  with  regard  to  the  inﬂuence
f  these  variables  in  the  context  of  hospitality  (in  particu-
ar,  information  search  and  choice  of  a  hotel).  Additionally,
ur  research  is  an  initial  attempt  to  ﬁll  the  gap  identiﬁed
y  Pornpitakpan  (2004)  in  marketing  literature  regarding
he  interaction  effect  between  source  credibility  and  other
ariables  explaining  communication  inﬂuence  on  consumer
ehavior.  In  particular,  we  found  a  signiﬁcant  interaction
ffect  between  credibility  and  information  value  attributed
o  user-generated  content  on  social  network  sites.  In  conclu-
ion,  the  evidence  obtained  can  open  a new  ﬁeld  of  study  on
he  interaction  effect  of  credibility  with  other  variables,  in
ther  sectors  and  in  other  communication  contexts  (e-WOM
r  others).
From  a  managerial  perspective,  our  results  also  have
igniﬁcant  implications  for  marketing  activities  in  the  hos-
itality  industry.  In  particular,  this  paper  shows  that  ﬁrms
hould  develop  strategies  to  consciously  manage  the  e-
OM  about  their  products  and  services.  In  this  sense,
lthough  organizations  cannot  directly  control  social  net-
ork  sites,  they  should  try  to  follow  and  manage  content
e.g.  information,  comments,  photos,  or  videos)  regarding
heir  businesses.  Therefore,  managers  should  be  conscious
f  the  fact  that  social  networks  are  open  communities
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ormed  by  millions  of  users  that  do  not  only  publish  content
n  the  ﬁrms’  social  network  pages,  but  can  also  post  com-
ents,  photos,  or  videos  on  independent  thematic  pages
ithin  the  social  network  site.  Under  these  circumstances,
etecting  content  related  to  the  business  and  identifying
pinion  leaders  is  very  difﬁcult.
In  this  context,  the  best  approach  is  mixing  interactive
nd  mass  communication.  A  highly  recommended  strategy
s  to  create  a  corporate  page  on  the  social  network  site
imed  at  publishing  information  about  the  company,  as  well
s  to  establish  a  virtual  channel  through  which  to  interact
ith  users.  Firms  should  encourage  these  users  to  create
ontent  on  their  corporate  pages  in  order  to  share  their  pos-
tive  experiences  with  other  people  (e.g.  potential  clients)
egarding  their  use  of  the  products  and  services.  According
o  the  ﬁndings  of  our  research,  organizations  should  rein-
orce  the  credibility  of  the  content  generators  and  the  value
f  the  information  posted  on  their  corporate  pages  on  social
etwork  sites  in  order  to  maximize  the  impact  of  this  type
f  personal  communication.  Particularly,  companies  should
mphasize  the  expertise  and  independence  of  the  genera-
ors  of  content,  as  well  as  the  relevance  of  this  content  for
sers  in  their  decision-making  processes.
In  addition,  it  would  be  interesting  to  provide  additional
nformation  about  the  personal  proﬁles  and  tourism  prefer-
nces  of  the  people  posting  content  on  company  pages,  a
trategy  that  has  been  extensively  used  by  other  sources
f  e-WOM  such  as  recommendation  websites  (e.g.  TripAdvi-
or),  price  comparison  robots  (e.g.  Trivago),  or  online  travel
gencies  (Booking.com  or  Expedia).  The  value  and  credibil-
ty  attributed  to  the  information  provided  would  be  higher
f  users  consider  that  the  people  who  post  the  content  are
imilar  to  them  in  terms  of  preferences  and  needs.  Finally,
rganizations  should  continuously  monitor  social  network
ites  for  both  positive  and  negative  content  about  their
ervices  and  reinforce  or  mitigate  the  content  with  person-
lized  messages.  Without  such  monitoring,  ﬁrms  would  be
gnoring  a  relevant  source  of  information  about  their  poten-
ial  customers’  opinions  and  preferences  and  would  allow
n  unchecked  stream  of  e-WOM  that  could  have  a  negative
nﬂuence  on  their  sales.
This  study  has  several  minor  limitations.  First,  although
he  dependent  variable  (i.e.  the  individual’s  perception  of
he  inﬂuence  exerted  by  social  network  sites  on  behavior)
as  been  widely  used  in  past  research  on  consumer  behav-
or,  it  would  be  interesting  to  explore  a  more  direct  approach
o  measure  the  effect  of  e-WOM  on  behavior.  Additionally,
he  dependent  variable  of  the  model  consisted  of  the  infor-
ative  inﬂuence  only;  a  study  separating  the  informative
nd  normative  dimensions  of  social  inﬂuence  may  provide  a
etter  understanding  of  the  effects  of  e-WOM  on  behavior.
econd,  the  sample  used  in  the  study  was  formed  by  individ-
als  who  use  social  network  sites  to  search  for  information
bout  hotels.  Therefore,  the  results  can  be  generalized  only
o  the  most  technologically  engaged  users,  although  this
roup  is  becoming  increasingly  dominant  given  the  popular-
ty  of  the  Internet.
Third,  although  the  discriminant  validity  of  factors  was
onﬁrmed  using  the  procedure  proposed  by  Anderson  and
erbing  (1988),  the  high  correlation  between  ‘‘information
alue’’  and  ‘‘credibility’’  could  raise  some  doubts  regarding
his  issue  if  more  demanding  methods  are  used  (e.g.  FornellÁ.  Herrero  Crespo  et  al.
 Larcker,  1981).  Accordingly,  it  would  be  interesting  to
ontinue  with  the  reﬁnement  of  the  measurement  scales  of
hese  constructs.  Finally,  it  is  necessary  to  indicate  that  an
nalysis  with  all  the  users  was  conducted  in  this  study  (i.e.
 distinction  between  Spanish  and  Portuguese  users  was  not
ade).  Taking  into  an  account  the  differences  between  both
ountries  in  terms  of  the  cultural  dimensions  established
y  Hofstede  (2001),  further  analyses  should  be  performed
o  identify  possible  differences  between  both  samples  in
elation  to  the  intensity  of  the  relationships  between  the
ariables  of  the  theoretical  model.
In  future  research,  it  is  necessary  to  replicate  this  study  in
ifferent  geographical  and  consumption  contexts.  For  exam-
le,  the  use  of  social  network  sites  may  be  relevant  in  the
hoice  of  a  tourist  destination.  In  addition,  the  inﬂuence  of
he  content  published  in  other  social  media  (e.g.  recommen-
ation  websites)  on  consumer  behavior  in  tourism  should  be
xamined.  Finally,  a  deeper  understanding  of  the  inﬂuence
f  social  media  in  consumer  psychology  of  tourism  and  hos-
itality  would  require  consideration  of  other  explanatory
ariables,  such  as  the  past  experience  of  individuals  with
ocial  media,  their  levels  of  involvement  in  the  purchase  or,
s  was  indicated  before,  cultural  factors.
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ppendix A.
Measurement  scales
erceived  inﬂuence  of  the  social  network  (Contents  about
otels  published  by  other  users  on  my  main  social  network  site
nﬂuence  my  hotel  choice  because. .  .)
. .  .  They  offer  security  in  my  choice.
. .  .  They  are  of  great  help  in  making  a  good  choice.
. .  .  They  give  me  relevant  information  for  my  choice.
nformation  value  (Contents  about  hotels  published  by  other
sers on  my  main  social  network  site  are. . .)
. .  .  Useful.
. .  .  Current.
. .  .  Detailed.
. .  .  Large.
. .  .  Numerous.
redibility  (Contents  about  hotels  published  on  my  main  social
etwork  site  are  written  by.  . .)
. .  .  Users  with  great  knowledge  of  hotels.
. .  .  Users  with  reasonable  standards  for  judging  hotel  quality.
. .  .  Users  who  use  hotels  often.
. .  .  Reliable  users.
. .  .  Users  who  have  independent  opinions  about  hotels.
. .  .  Users  who  give  their  opinion  in  a  disinterested  way.
imilarity  (Contents  about  hotels  on  my  main  social  network
ite  are  published  by.  .  .)
. .  .  Users  who  have  interests  that  are  similar  to  my  own.
. .  . Users  who  are  like  me  in  their  preferences.
. .  . Users  with  tastes  similar  to  mine.
Perceived
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Appendix B.
Descriptive  statistics
Factor  Variable Review  websites
Mean  Standard  deviation Skewness  Kurtosis
Perceived  inﬂuence Perceived  inﬂuence  1 2.73 1.19 0.09 −0.91
Perceived  inﬂuence  2 2.74 1.16 0.03 −0.90
Perceived  inﬂuence  3 2.69 1.16 0.11 −0.84
Information  value Information  value  1 2.92 1.22 −0.01 −0.98
Information  value  2 3.39 1.23 −0.41 −0.74
Information  value  3 2.63 1.11 0.20 −0.70
Information  value  4 2.67 1.15 0.15 −0.79
Information  value  5 3.11 1.27 −0.08 −1.00
Credibility  Credibility  1 2.46 1.08 0.22 −0.72
Credibility  2 2.53 1.06 0.11 −0.80
Credibility  3 2.81 1.07 −0.02 −0.65
Credibility  4  2.66  1.16  0.13  −0.82
Credibility 5  3.13  1.26  −0.17  −0.97
Credibility 6  3.22  1.29  −0.27  −0.95
Similarity Similarity  1  3.02  1.15  −0.14  −0.71
Similarity 2  2.97  1.14  −0.08  −0.68
Similarity 3  3.00  1.17  −0.11  −0.75
Covariance  matrix
Perceived
inﬂu. 1
Perceived
inﬂu. 2
Perceived
inﬂu. 3
Info.
value 1
Info.
value 2
Info.
value 3
Info.
value 4
Info.
value 5
Credibility 1 Credibility 2 Credibility 3 Credibility 4 Credibility 5  Credibility 6 Similarity 1 Similarity 2 Similarity 3
Perceived inﬂu. 1 1.425
Perceived inﬂu. 2 1.068 1.344
Perceived inﬂu. 3 0.940 0.960 1.334
Info.  value 1 0.953 0.870 0.847 1.476
Info.  value 2 0.647 0.656 0.599 0.833 1.518
Info. value 3 0.708 0.673 0.762 0.813 0.650 1.243
Info.  value 4 0.690 0.657 0.707 0.800 0.676 0.929 1.317
Info.  value 5 0.645 0.594 0.638 0.772 0.861 0.686 0.863 1.611
Credibility 1 0.743 0.711 0.688 0.698 0.464 0.700 0.661 0.532 1.157
Credibility  2 0.667 0.666 0.647 0.637 0.425 0.633 0.595 0.503 0.838 1.114
Credibility  3 0.626 0.617 0.645 0.609 0.542 0.525 0.627 0.662 0.739 0.687 1.146
Credibility 4 0.754 0.764 0.774 0.750 0.628 0.742 0.679 0.598 0.753 0.806 0.715 1.347
Credibility  5 0.670 0.706 0.667 0.723 0.689 0.640 0.634 0.622 0.590 0.634 0.653 0.850 1.591
Credibility  6 0.535 0.531 0.446 0.575 0.549 0.487 0.442 0.594 0.421 0.492 0.452 0.680 0.987 1.665
Similarity  1 0.655 0.67 0.564 0.763 0.662 0.578 0.586 0.486 0.603 0.591 0.594 0.695 0.736 0.622 1.322
Similarity  2 0.631 0.664 0.590 0.737 0.613 0.567 0.562 0.489 0.605 0.618 0.587 0.708 0.763 0.655 1.050 1.301
Similarity  3 0.614 0.615 0.570 0.761 0.644 0.563 0.603 0.545 0.581 0.584 0.560 0.739 0.725 0.647 0.999 1.112 1.374
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